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UK to Japan from via Helsinki 
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UK to Japan from via direct flight from London 


Or you can choose to fly JAL Economy Class direct, onboard our JAL SKY SUITE 777 service from 
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Is the number of foreign tourists who 
visited Japan during the first five months 
of the year. That's an increase of 28% 


since 2013. This growth, which the 
authorities hope to maintain, can be 
explained in part by Hanada Aiport's 
new international flights. 
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Tokyo, Yoyogi Park 


In the late afternoon, a sun-lover enjoys the last rays of the day as they shine over the capital. Situated 
close to Shibuya and Harajuku, Yoyogi Park was known as Washington Heights at the end of the War 
because American officers used to live there. In 1964 it was used to accommodate the Olympic village 


before becoming the park we now know in 1967. 


society Child 
pornography banned 


Following the example of the House of 
Representatives, the Senate has 
approved a law banning the possession 
of child pornography. Until recently 
only its distribution was punishable by 


law, not its possession. This 


ongrulty 
is now a thing of the past, so any 

person in possession of such material is 
now liable for a prison sentence (up to 


one year) and a fine of one million yen. 


ENVIRONMENT Pity the 
whales 

Despite the International Court's 
decision, Japan still pursues its 
whaling agenda. On the 9th of June, 
the government went so far as to 
launch a "whale week" campaign. 
Meanwhile, Prime Minister Abe shared. 
his desire to resume commercial whale 
hunting in order to obtain "scientific 
inform: 


jon indispensable for the 
management of whale resources’. 
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society Idols need protection 


Japan is in shock after two members 
of the band AKB48 were attacked 
at the end of May. 


t's Japan's most popular band, Founded in 
| 005, AKB48 is an incredible commercial 

success that makes hundreds of millions of 
yen every year. In 2012, che band's turnover 
reached £131 million and its sales beat new records 
year on year. All he last 22 singles released by the 
s, 17 of 


he cha 


band have succeeded in topping 


them selling over a million copies each. The band's 


popularity can be explained by the concept created 


by its founder, Akimoto Yasushi. He put together 


a dream machine that encourages active audience 


participation. His idea was to recruit pretty girls 
aged between 15 and 25 years old, who were 
trained to sing nd dance, and letting the audience 
vote annually for those they consider the “best” 
ther, each of 


Rather than always appeari 
the 48 members is classified into one of the 4 sub. 
groups of the band. Wanting to create a band 
made up of “idols that are approachable”, Akimoto 
Yasushi also set up a theatre in Tokyo where they 
can perform every day. Because there are so many 


of them, these young women are able to perform 


in different locations and appear regularly on nu 
merous TV and radio shows. 

The success of this concept encouraged Akimoto 
to create similar bands throughout the country 
AKB48 is based in Tokyo, in the Akihabara 
district where many fans of popular culture gather, 
cated SKE48 in Nagoya and NMB48 
in Osaka, and exported the experience to Jakarta, 


but he also c 


Indonesia with JKT48, and to Shanghai in China. 
with SHN 


in close contact with its audience. Such was the 


48. This "approachable band" is often 


case on Sunday the 25th of May in Takizawa, in 
the north of the archipelago, when a 24-year-old 
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Kawaei Rina and Iriyama Anna leave hospital after being attacked. 


Satoru, attacked two members of 
aci Rina, 19, and Iiyama Anna, 28, 


and taken to hospital with broken 


man, Umed: 
AKB48. Ka 


were injur 


and cut fingers, while the attacker was arrested 
for attempted murder. It is the first time that 


anything like this has happened in Japan, and the 


general public was deeply shocked. The main 


media all reported the incident, news bulletins 


opened with it and it was front page news in the 
newspapers, The daily concert at the AKB48 
theatre in Tokyo was cancelled and the production 
team also decided to cancel planned meetings 
with fans and reinforce security measures. 

king ma 
ack took 
place, over 70,000 people (mainly men) gathered 


But nothing can stop such a money 


chine for long. Fifteen days after thea 


at the Ajinomoto stadium in Chofu, Tokyo, to 
elect the new AKB members all despite the heavy 
rain. Every fans of the band are encou 


ged 


to choose the leading candidate out of 296 
hopefuls. In total, nearly 2.7 million people voted, 
which was a record turn out. The winner was 
atanabe Mayu with 159,854 votes. This kind 


of event not only maintains a direct relationship 


between the band and its fans, it also ensures 


extra income for Akimoto Yasushi's company 


and the record industry in general. AKB48 is 
good news for the music industry, which has been 
experiencing some difficulties. Most bands now 
have to include extra exclusive material on their 
CDs to encourage their fans to buy them. Some 
even contain ballot papers for the election. In 
2009, Labrador Retricver's CD only sold 40,000 


copies on the first day after it was released, but in 


2014 their single containing a ballot paper sold 
1.4 million copies on the Sth anniversary of its 
release date. This is a virtuous circle created by 
Akimoto Yasushi, an economic and a cultural 


model that produces optimum results, Under the 


circumstances, it is understandable that on the 
27th of May last year. Mainichi Shimbun, one of 


Japan's principal newspapers, reminded its readers 
of "the necessity to protect their idols”. A few 
years ago the very serious economic commentator 
AERA had written that “AKB48 can save Japan’, 
ata time when the country was atits lowest point 
economically. On the 15th of December 2103, 
Prime Minister Abe Shinzo called for the band 
to perform for his guests at the South East Asia 
Summit in Tokyo, showing that AKB48 can also. 
playa diplomatic role. 
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Bari-san is the mascot of the city of Imabari in Ehime Prefecture on Shikoku Island. He has spawned many by-products. 


Mascot planet 


After becoming Japan's favourite little 


characters, the rest of the world is now falling titutional contexts, as was the 


for this army of cheerful town mascots. 
not miss them. Mascots are 
ira (from the English word 


ou simply c 
everywhere. Ky 
character”), as they are known in Japan, 


have invaded the urban landscape, TV and adver- 
tising as never before. There are two broad types: 
yuru kyara, the somewhat clumsy mascots loved 
by the Japanese and the Gotouchi kyara, or regional 
mascots that representa city or a region. Whatever 
their genre, mascots are now found e 
Japan. It isn'ta recent phenomenon, but the num- 
ber of these characte 
over the past four years, as if the Japanese need to 
find some comfort not available to them through 
traditional methods. This is the considered opinion 
of Koy 
famous mascot of the past few years. He believes 
that these characters have replaced the politicians, 
who have turned their attention to matters far 


ywhere in 


has increased considerably 


na Kundo, creator of Kumamon, the most 


away from the preoccupations ofordinary people. 
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K 


are developed both in commercial and ins- 


ise with Kumamon, 


although the character designs themselves are often 
created anonymously, such as Funasshi, who now 
unofficially represents the city of Funahashi in 
Chiba Prefecture, east of Tokyo. It was an anony- 
mous inhabitant if the city who dreamed up this 
unisex pear-shaped (nashi means 
pear in Japanese) mascot. This 
energetic and talkative character 
soon gained a fan club and became 
one of the archipelago's most 
popular mascots. Despite the fact 
that the local authorities refuse to 
recognize him asan official mascot 
(or reasons related to controlling 
their image), one must admit that 
he has greatly contributed to the 
city's popularity. In August 2013, 
Funasshi was elected number one 
mascot in Japan, thus defeating 
Kumamon. 


Mascotsalso mean business. Funasshi, People go gaga for Funasshi 


who doesn't officially represent any local authority, 


still generated a turnover of 868 million yen 
2013. His frequent presence on TV has also contri- 
buted to this success, As for Kumamon, Ku 


moto's official kyara, his turnover is even more 
considerable, totalling 29 billion yen. The black 
bear that everybody falls for was even 
praised by the Emperor when he 
travelled to the prefecture in 
October. The revenues they 
generate increase the further 
away the mascots become 
known from their region of 
origin, which is why they take 
part in regional and national com- 
petitions all over the country. The 
city of Hanyu in Saitama Prefecture, 
north of Tokyo, organizes the Inter- 
national Summit of Mascots (Sekai 
kyarakura samitto in Hanyu). When 
it was held last year on the 23rd and 
24th of November, 450,000 people 
travelled to see 452 yuru kyara 


compete for their regions. When it next takes place 
on the 22nd and 23rd of November 2014, the 
organizers are expecting an even larger audience 
for the event, which is attracting the highest levels 
of attention. 

In the same way that mascots are able to seduce 
the Japanese, they can also help improve Japan's 
image abroad, which is all che more important at 
this time in the country's history, when the Japa- 
nese government is in need of support. While it 
is in the midst of economic recovery under the 
leadership of Prime Minister Abe Shinzo, the 
Land of the Rising Sun is also in conflict with its 
closest neighbours, particularly China. The te 
ritorial disagreement related to the Senkaku 
Islands (called Daoyu in China), as well as their 
different approaches to their common history, 
have both led to an unprecedented war of words. 
On the diplomatic level, Japan still lacks experience 
and confidence in comparison to China, but it 
hasastrongadvantage thanks to its popular cul- 
ture, with successes such as Japan Expo in France, 
and Hyper Japan in Great Britain, that promote 
a positive image to a foreign audience. In addition 
to other famous cultural products like manga, the 
mascots also have their role to play when presented 
at these events, both to promote their region of 
origin, and indirectly, Japan as a whole. The mas- 
cots aren't just cute looking characters; their role 
isan important one. In November 2013, Harvard 
University organized a seminar called "Political 
Economy of Kumamon", during which the gover- 
nor of Kumamoto Prefecture, Kabashima Ikuo, 
explained his vision of the world. "After 2008's 
financial crisis, I realized that we needed to change 


our values, and to promote happiness as essential" 
he explained as he illustrated the key role played 


Yuru kyara are everywhere. There are almost 4,000 throughout the country, which is enough to make 


anyone's head spin. 


by Kumamon. 
Ie may appear anecdotal, but this represents a huge 
challenge. According to the BBC, which organizes 
a poll every year to find the world's most popular 
countries, Japan's international popularity is 
decreasing slightly. The Land of the Rising Sun 
is now in Sth place, after dropping two places since 
2013. Abe Shinzo’s decision last December to visit 
the Yasukuni sanctuary, where war criminals are 
honoured, may have had an influence on global 
perceptions and somewhat tarnished Japan's repu- 
tation. That's probably why the Liberal Demo- 
cratic Party (LDP), of which Mr Abe is president, 
launched a competition for a mascot inspired by 


the Prime Minister and Ishiba Shigeru its general 
secretary in an attempt to make the government's 
policies seem more sympathetic 

mascots will surely continue to reign. 
over the archipelago, Recently, Aoki Sadashige 
published a book that perfectly describes these 
characters’ influence. Kyarakuta Pawa [The 
power of the mascots, pub. NHK Shuppan 
shinsho, not available in English] stresses the fact 
that this phenomenon is not about to disappear, 
because people have become deeply psychologi- 
cally attached to these yuru kyara with whom 


they interact daily. 
ODAIRA NAMIHEI 


success Goda Tsuneo's lucky star 


Since he created Domo, NHK’s star 
character, this animator has experienced 


great success. 
A one country after another, with its 
army of cute monsters and animals. 
The dwarf in question is Goda Tsuneo's ani- 
mation studio. Since the late 1990s, Goda has 
created a number of popular characters whose 
fame has crossed continents, reaching Europe 
and America. Zoom Japon/Japan visited the 
dwarf studio in Tokyo's western suburbs and 
met Goda himself, chief animator Minegishi 
Hirokazu and producer Matsumoto Noriko 


Japanese dwarfis conquering the West, 


Goda-san, you are especially famous for creating 


Domo-kun, a beady-eyed, furry creature that 
keeps its jaws constantly open but turns out to. 
be just a clumsy and kind-hearted monster. 
How was Domo born? 

Gopa Tsuneo: In 1998, when Iwas working in 
the creative department of TYO Productions 
Inc, NHK was looking for a commemorative 
character to celebrate the 10th anniversary of its 
satellite channels. Until then, I'd never really 
thought about TV characters, and it was only 
after a meeting that we decided we had to submit 
something, I remember I stayed up all night trying 
to come up with an idea. I was just drawing 
simple shapes at random - circles, triangles. Then 
I drew a rectangle and suddenly Domo-kun ma- 
terialized in front of my eyes. I was there, at three 
in the morning, staring at that thing, and lirtle by 


little I came up with a story. The first vision I had 
was this monster in a da 
ata TV set. 


ave that stares blankly 


But NHK was actually asking for a set of three 
characters, right? 

G.T.+ Yes, because NHK has three satellite chan- 
nels, BS1, BS2 and High Vision. Now I had this 
strange creature (laughs) and a bunny Thad drawn 
about the same time, so I needed a third character. 
The story was set in a cave, so it was only natural 
to add a bat. So as you can see, stories are sometimes 
born out of random scribbling. Why NHK chose 
Domo-kun, I really don’t know (laughs). 


Although, the bat doesn’t appear very often, 
does it? 
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Gopa Tsuneo, the creator of Domo-kun, with his cute monster. 


G. T. : Yes, even though he still shares the cave 
with Domo-kun and Usajii the bunny. 


How did you come up with Domo-kun’s 
name? 

G. T. : Well, I was racking my brain, trying to 
think of something good, and then I heard the 
guy next to me talking on the phone. He was 
like "Domo, domo... domo, domo... domo, 
domo!" which would be something like "Yes, 
yes, yes... okay, okay... thank you, bye!” And I 
thought, okay, Domo! (laughs). Domo in Japanese 
can mean many things, like ‘thank you’, "Tm 
sorry’, or even ‘goodbye’, so it's a very useful 
word. 


Since creating Domo-kun you seem to have 
wholeheartedly embraced the world of ani- 
mation, 

G.T. : That's right. Ibegan to use these characters 
more and more often until [left my commercial 
production company, began to write children’s 
books and supervise production of character 
goods, and finally in 2003 I launched dwarf. 


And in the beginning were you alone? 

G. T. : Yes, that's right. I rented a studio but I 
soon realized I couldn't do everything alone, so 
T began to call some of the people with whom I 
had been collaborating since 1998 for Domo- 
kun's stories, like chief animator Minegishi Hi- 
rokazu and producer Matsumoto Noriko. They 
officially joined dwarf in 2006. 


In contrast to Goda-san, Minegishi-san studied 
animation in college and has worked in this 
genre since the mid-1970s, Minegishi-san, 
has stop motion technology changed a lot 
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since you began 38 years ago? 
Mixrcisiit Hiro : Yes, indeed. First of all, the 
move from film to digital has been a step change. 
Besides, when I started we didn't have a monitor 
to check what we were doing, so we had very 
little control in the making process. However, 
now we do everything by computer. For example, 
we can work on the next frame while checking 
the previous one, so we can move our models 
with a high degree of accuracy. In this sense our 
work has become much easier. 


How do you come up with Domo-kun's story 
plots? What inspires you? 

G. T. : As Domo is a child, he's constantly day- 
dreaming and everything is new and interesting 
to him. He reminds me of my childhood, when 
Lused to explore the world around me, constantly 
living in the present. So every time I create a 
new story I always think about my childhood 
memories. 


Can you give me an example of one of your 
memories that you turned into a story? 

G. T. : For example, I have an older brother. 
Once he got sick and my parents, of course, 
took care of him. I was a little jealous so I pre- 
tended to be sick too. I made Domo-kun and 
Taachan play out the same scene. 


Domo-kun has become famous worldwide, 
but I find him very Japanese in character, 
don’t you think so? What is so Japanese about 
him? 

M. H. : It is true that his gestures are never 
exaggerated and he seldom overacts. Like many 
people in Japan, his intentions are often not 
very clear and remain open to interpretation. 


This requires the viewer to fil in the blanks, so 
to speak. It is a very Japanese thing. 


Domo-kun was almost born by chance. How. 
about your later productions? 

G. T. : That’s pretty much the usual pattern 
with us (laughs). One of our more successful 


characters has been Komancko, which we origi- 
nally made for a festival organized by the Tokyo 
Metropolitan Museum of Photography. It was 
a chance to introduce our studio on large scale, 
so we created this female cat that we named 
Komancko, because it's a cat (neko) whose story 
is told frame (koma) by frame, one frame at a 
time. Cinema Rise in Shibuya liked it so much 
that they asked us to make a number of very 
short segments to show between movie showings. 
Then more and more people asked for a longer 
story, and then a sequel and... we just rode that 
wave. 


Do you think Domo and Komancko attract 
diffcrent audiences? 

G.T.: I don't know about Europe, but in the 
US, for instance, they treat Domo like a friend. 
and he seems to be popular with all kinds of 
e. In Japan he is regarded very much as a 
. Children treat him like a friend, and 
adults like a weirdly cute kid. As a character, he 
is somewhat undeveloped and the only word he 
s is "Domo!" This leaves a lot of space for 
ence interpretation, because you have to 
figure out what he really means, This is one of 
the things I like most about him. also like the 
face that he has very simple needs, Basically, he 


just wants to be happy. 


Your works have become synonymous with 
stop motion animation, which isa throwback 
to an older, somewhat romantic approach to 
story-making. How does it feel to work like 
in the digital age? 

M. H. : My mentor and teacher, Kawamoto 
Kihachiro, was an internationally famous model 


this 


animation director. He created a whole world 
with his stories, and I found his vision fascinating, 
He taught me the fun and joy of expressing my 
own feeling through the models. The process 
itself, of creating the illusion of movement 
through little changes is something I really like. 
G. T. : Ie certainly is a very labour-intensive way 
to work. Just think that in order to create a one- 
second sequence we need to take 24 photos, We 
usually work from 10.00 am to 11.00 pm, and in 
one day we usually manage to produce a five- 
second segment, which means on average we need 
one week to create a 30-second story. Stop motion 
animation goes all the way back to the origins of 
cinema. As Minegishi-san said, there has been an 


evolution, but it still remains a rather "primitive" 


A 


Jemen 


style, Both the characters and the background are 
handmade, and in order to simulate movement 
we have to move them by hand. So you get that 
analogue feel, There's nothing new or cutting 
edge to it, so it never gets old. In this sense its 
like a children's book. They never lose their charm 
even after 10 or 50 years, On the other hand, a 
film like Transformers looked amazing when it 
came out, but in a few years will probably look 
dated, Then there's the teamwork involved. Now, 
if you have a computer you can create many dif- 
ferent things by yourself, but what we do at dwarf 
cannot be achieved without collaboration. Working 
with other people towards a common goal is so- 
mething I particularly enjoy. 


A lot of Domo-kun merchandise is quite dif- 
ferent in America and Japan. Are you some- 
times surprised by the way your foreign partners 
manage his image? 

G. T. : I'm constantly surprised! (laughs). In 
Japan, Domo's image is closely associated with 
NHK, but in America they can be more free in 


One of Domo-kun's storyboards brought to life by 
Goda Tsuneo. 


their approach. They come up with different 
costumes and other things I would have never 
thought about. 


Your latest important project has been “By 
Your Side”. What is it about? 

G. T. : Soon after the events of the Lth of 
March 2011, filmmaker Gregory Rood launched 
Zapuni in order to bring together Japanese visual 
artists and international recording artists for 
the creation of films to support children affected 
by the disaster. I ended up getting involved by 
working on Sade's song “By Your Side”. Using 
the lyrics, “I'll be there / Hold you tight to me", 
as a starting point, I created the animation, I 
thought a lot about the people who have lost 
their houses and jobs. That's something I couldn't 
ignore. Hoping that happy everyday life will 
return to Tohoku may be too much, but I don't 
want to forget any of these things, That's why I 
joined this project. I want to support these chil- 
dren who have such immense challenges to over- 
Interview Bv J. D. 


come. 


ENCOUNTER Kummamon, a hairy bear 


Koyama Kundo's mission is to make 
people happy, a mission that he has 
accomplished admirably thanks to his 
popular mascot character. 


cript and broadcast writer Koyama Kundo 

isa man of many talents. Since joining [** 

TV] when he was stil in college, Koyama 
has written a number of hit programmes and films 
‘TV series and the Aca 
ning “Okuribito”. More recently 


including the “Iron Chef’ 
demy Award-w 
he has played an important part in the nationwide 
success of Kumamon, one of the more popular 
yuru kyara of the last few years. Zoom Japan met 
Koyamaat his N35 agency to talk about the chubby 
mascot of Kumamoto Prefecture. 


Do you think you have something in common 
with Kumamon? 

Koyama Kundo : Well, people always say I look 
like him. To begin with, we have a similar figure 
(laughs). Also, I think we both want people to be 
happy. 


Can you tell me the circumstances in which he 
was born? 

K.K. : Before talking about Kumamon, we have 
to mention the project that lead to his birth. Ku- 
mamon was born in 2010 as part of the campaign 
to launch the long-awaited Kyushu Shinkansen 
line. There was a lot of apprehension at the time. 


Everybody was like - what if people only pass 
through our prefecture on the way to Kagoshima, 
or local youth just use it to leave home? That's 
when I was asked to organize the PR campaign, 
and I decided to turn it into a big festival. 


So what did you do? 
K. K.: I thought that just showing people 
outside Kumamoto what our prefecture had to 


offer was not enough. We people of Kumamoto 
had to be aware of our region’s charm. Instead 


of taking things for granted, 
look at them with different e 
derstand which places had real potential to 
attract tourists. Tourism is often used asa magic 
wand with which to revitalize a region, However, 


we must be careful not to throw money into 
half-baked plans, otherwise our success will be 
short-lived. On the contrary, what we want is 
to create something that we can sustain over a 
long time, even after the excitement created by 


our campaign subsides. 
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Soyou came up with the “Kumamoto Surprise!” 
slogan. 

K. K. : You have to surprise yourself first before 
you are able to show other people how good or 
worthwhile something is. Every citizen must 
become an ambassador for their region. This 
slogan is actually based on a particular experience 
I had. One day I was in Kumamoto and 
took a taxi. The driver — a middle-aged 
woman — drove off but didn't turn 
the meter on. I told her, and she re- 
plied that there was a red light ahead 
and we were going to stop soon any- 
way, so she would start the meter 
later, That's the kind of surprise that 
turns a trip into a memorable 
experience, And it’s the kind of 
asset we have to value in order to 
make people happy. I later learned 
that was common practice in Kuma- 
moto; in Tokyo it would be unthinkable. 
That's exactly what local people have to 
do. Look for things that for them may be 


obvious, but that for visitors from other prefec- 
tures are new and worthwhile, 


At what point did Kumamon join the project? 
K. K. : Well, Kumamon actually came out as 
another surprise, so to speak, for it wasn’t included 
in our original plan. Our art director, Good Design 
Company's Mizuno Manabu, created the campaign 
logo and he threw in a mascot as an added bonus. 
One day he showed us this cuddly, loopy-faced 
black bear with its constant look of surprise, and it 
wasan instant hit among local officials. At first we 


didn'teven plan to make a character costume, but 
the prefectural officials expressed this desire, so in 
the end we chose that path, At this point a very 
special thing happened, for even though the original 
plan belonged to the Shinkansen Planning Office, 
other departments jumped in and asked co use 


Kumamon. This level of collaboration between 
different departments is extremely rare in Japan, 
especially when public authorities are involved, so 
even in this respect Kumamoto is special. 


So how did Kumamon become so popular? 
K. K. : At first the brand promotion department 
convinced local nursery schools 
o allow Kumamon into their pre- 
mises and be shown to the little 
children. Then they sent him 
to Osaka in order to 
test that market. His 
popularity gradually 
spread across the Kansai 
region and it was taken up 
by bloggers and Twitter 
users. New initiatives sprang 
up one after another until 
it was picked up by mains- 
tream media. In the meantime, 
the prefectural office let businesses 
and manufacturers use his plump 
figure free of charge, and that further 
contributed to promote the region. 


I think your marketing campaign greatly contri- 
buted to his success. 

K. K.: Yes, of course, Because we wanted to test 
him in Osaka, which is a humour-loving city, we 
decided to give Kumamon a very funny, droll side. 
If our target had been Tokyo, for instance, we 
would have made him cooler or more stylish. 
Luckily, the people in Osaka liked him so much 
that his fame gradually spread to the rest of the 
country. Secondly, every manufacturer who applied 
was allowed to put Kumamon on their packaging. 
Now you can see him everywhere, from pastries 
and keychains to aircraft and purses. 


And the results have proved you right. According 


toarecent Bank of Japan study, in just two years 
he has generated US$1.2 billion in economic 
benefits for his region, including tourism and 
product sales, as well as US$90 million worth of 
publicity 
K. K. I was really surprised by those figures, I 
never thought it would be so successful. After all, 1 
only created the conditions for his birch. 


Four years have passed since Kumamon's birth. 
Has your strategy changed regarding his public 
image? 

K. K.: In the beginning we looked for ways to 
attract people's attention all over Japan. Recently 
though, we have been focusing more on Kumamoto 
itself. Specifically, we want to find wa 
people's happiness and sense of well-being, So we 
have created a Department of Happiness and eve- 
rybody is invited to contact Kumamon ~ through 
Facebook and Twitter ~ and tell him about the 
happy moments they have recently experienced. 


s to boost 


What is the “Koyama magic touch" everybody 
seems to mention when talking about you? 

K. K. : I guess I have a knack for giving new life to 
things other people all too often take for granted, 
and highlighting their hidden charm. I'm also good 
ing other people work (laughs). I mean, 
time we start a new project, I provide the 


impetus — that first important push — whi 
everything moving, After that, on 
sold on my idea, I can sit back and let them do the 


job (laughs) 


gets 
body is 


What message do you hope people will get from 

Kumamon? 

K. K. : Kumamon is a real yuru kyara (loose cha- 

racter) as he is so clumsy. Because of that, I hope 

people will understand that you don't have to be 

perfect or extra cool in order to be happy. 
INTERVIEW BY JEAN DEROME 


Characters who serve the public interest 


In Ishinomaki, in the region ravaged by 
2011's tsunami, mascots are a source of 


comfort. 
| and one can bear witness to the birth of 
an increasing variety of mascots in Japan. 

Not only are there mascots for each prefecture, but 
also for different cities and villages, even for shops 
and individual town neighbourhoods. Of course, 
they are very kawaii (cute), but they all have their 
own peculiar of gait, their own way of speaking 
and their own particular appearance, which at first 
glance sometimes looks pretty ugly. Even so, these 


hey have been the height of fashion lately, 
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mascots bring smiles to Japanese faces every day. 
In the region of Ishinomaki, some of the local 
mascots are just as cute as others that are more well- 
known across Japan. The Ishipyons represent the 
city of Ishinomaki and are a couple made up of 
Ishipyon and his girlfriend Ishipi. They are in great 
demand for local events, and are always surrounded 
by a flock of beaming children. Ishipyon was born 
in 2008 on the occasion of the third anniversary of 
the expansion of Ishinomaki (by merging with 
nearby towns). After a public competition, this 
particular mascot was the one selected out of 429, 
with his head depicting a stone (ishi) and a fish in 
his hand representing the town's motto "Culinary 


diversity, emotion, Ishinomaki’, Ishipi, Ishipyon's 
partner, was born the following year and they 
became a blue and pink couple, and immediately 
seduced the city’s residents. 

Ishipyon is irresistible when he claps his hands and 
cheers everyone on. With his short, stubby arms 
outstretched, he is adorable. Meanwhile, Ishipi is 
crazy about stir-fry noodles, Ishinomaki's local spe- 
cialty. She also boasts about being much better at 
clapping than her boyfriend. They both love children 
and dream of travelling abroad and making their 
town into a tourist destination. Two songs were 
also composed in their honour, Ishinomaki guruguru 
jankenpon [Rock-paper-scissors-Ishinomaki whi 


winds] and Makisen Oritara [When you step off 
Ishinomaki’s train], to which they both dance 
joyfully with the children, pretending to stumble 
for everyone's entertainment. As their name suggests, 
the [shipyons both skip about (pyon isonomatopoeic 
fora skip) and when you meet them in the street, 
you can't help but laugh. 

Let's also meet Ito and Ina, the mascots for the 
town of Higashi- Matsushima. The first has a sweet 
tooth, the second is timid and both have enormous 
eyes. Ito and his little sister Ina have become so 
famous they sometimes appear in TV commercials. 
Ito came into existence first, in 2005, one year after 
the expansion of Higashi-Matsushima. His name 
is made up from the first part of the word "east" as 
it would be pronounced in Japanese phonetics 
(The "Higashi" in the town's name means cast) 
and the second part of the word "heart" (pronounced 
haato in Japanese). Their ears are like the cherry 
tree petals that form the town's emblem, while 
their blue and green colours represent the sea and 
nature, The hair on their heads stands up like a 


signal when they find some good things to eat or 
fun events to attend. Their faces are the shape of 
the hiragana character O^ (hi) the first syllable of 
the town's name, literally representing the fact that 
they are the face of the town. In 2010, after an "in- 
vestigation" led by the local council it was discovered 
that Ito had a little sister called Ina. Following the 
investigation, it was also revealed that Ito is a small 
5 year old elf who loves food. He especially enjoys 
seafood and local produce from the fields. He never 
missesa neighbourhood celebration and one of his 
talentsis understanding the local Higashi Matsushima 
dialect. His little sister Ina is a very timid girl. 
Because she would listen to her brother tell stories 
about the town, she decided to go there and discover 
it herself 


Lets now talk abour Onagawa's celebrity character. 
With his white, translucent feathers, his sailors 
cap and his yellow beak, Shiparu-chan, 23 years 
old, isthis neighborhood's mascot. Ifhe disappeared 
after the earthquake, it was because he'd flown to 


the southern islands where he made an effort to 
spruce himself up before coming back with a bang, 
His transformation was astonishing as he suddenly 
started to talk when he became the neighbourhood's 


Je RES CSI 


In the months following the earthquake of the 
TIth of March 2011, lshinomaki Hibi Shimbun's 
team posted a handwritten message on its front 
window, which read: Ganbaro Ishinomaki (Be 
brave, Ishinomaki). Three years later, a new 
handwritten message has taken its place: Fuk- 
katsu Ishinomaki (To the Rebirth of Ishinomaki). 
lt's a message of hope. If you wish to help this 
newspaper, You can subscribe to its electronic 
version for 1,000 yen (£6) per month: 
https://newsmediastand.com/nms/N0120.do?co 
mmandcenter&mediald-2301 


Ishipyon, Ishinomaki's town mascot, Ito who represents Higashi-Matsushima, and Shiparu-chan of Ona- 
gawa, who all three helped cheer up the regions! inhabitants after the disastrous earthquake in March 2011. 


mascot. As heis areal chatterbox, he is often told to 
“shut his beak"! Born on Ashijima Island, well 
known for its black-tailed seagull sanctuary, his 
name is made up of the words shi (a Japanese pro- 
nunciation of the English word sea”) and the word 
para (a pronunciation of the English word "pal" 

He appears to be a boy, but sometimes as if by 
magic, he suddenly turns into a female character. 
Unlike other seagulls, known for defending their 
territory, he is kind hearted and dislikes conflicts, 
to the point where he sometimes lets go of his prey 

He also has a habit of adding paru at the end of 
every word, as with ganparu instead of ganbaru ("to 
do one's best’). 

As I wrote this feature, I was greatly surprised by 


the large diversity of mascots present in the Ishinomaki 
region. It is no exaggeration to say that the whole 
region of Ishinomaki isa real treasure trove of lively 
characters. They came into being due to many dif- 
ferent circumstances and the stories around their 
births are often a little ridiculous, but they all have 
the common aim of sharing the warmth the people 
who helped create them experienced, and demons- 
trating their wish to share this affection. That's 
why mascots make people smile and laugh. This 
feature was written with the help of Ishinomaki's 
JR railway station. It was an opportunity to bring 
together the major mascots of Ishinomaki region, 
cheerful characters bring joy to all who see them. 
Ormi SHUN 
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CINEMA Advertising Nagai Akira 


In his second film, ‘Judge”, director 
Nagai Akira tackles a subject he knows 
well: advertising. Don’t miss this gem! 


So, Mr. Nagai, what was your aim with this 
film? 

Nacat Akira: Well, i's a story about the world 
of advertising, in which I usually work as a 
‘or. So I packed every feeling that I have 
about the industry into the film; but it’s a comedy, 
so the tempo ofe 
the most important factor. I aimed for something 
that people of all ages could laugh at easily. 


move and action becomes 


What did you think of the screenplay when 
you first read it? 

N. A.: At first, La The world 
of advertising is quite unique, right? It seems 
like everybody knows about it, but in fact hardly 
anybody does, People like me are used to working 
around the ridiculous demands of clients, but I 
thought it would it be entertaining for the general 


refused it. 


public to see what actually goes on in the industry. 
As well as that, hardly anyone is familiar with 
the Ad Festival, so I thought it would be quite 
difficult. Basically 
good at all, bur then I realized 
mwi 


m 


y first impression of the 


serer 


play w 
that ifthe probl 
as difficult situations 


hin the ad industry, such 


nd frustration, could be 
seen as the suffering of businessmen everywhere, 
the story could actually relate to other industries 
too. I decided to give it a go, though I did have 


doubts, Finally my wife convinced me when she 
"Oh, it's pretty 
funny and interesting!" That helped me realize 


that che general public could understand it too. 


read the screenpl 


I watched the film myself; I found it great fun 
and very entertaining, It’sa story about a unique 
situation when the Ad Festival is held outside 
Japan - but what influenced you to direct films? 


V. A.: I've wanted to become a film director 


since I was a university student. As well as that, 
in the film industry these days, there aren't any 
set paths or courses to become a director. It's 
not like you can produce a film one day by just 
continuing to do one specific job. So I thought 


if I miss this chance I'll never be able to direct a 


film. So I came to the conclusion: why not make 
a start? I did think that the screenplay was a bit 
difficult, but I had a feeling that if I don't 
challenge these kinds of stories, I would never 
get an opportunity like this again. That was 
what influenced me. 


think it was the fact that both you, the director 
and the screenwriter work in advertising that 
made it possible for the story to be told in the 
way it was. As you two discussed things during 
the production, was there anything that you 
focused on in particular? 

N.A. I, che rhythm, the tempo of the 
y was very important. We usually work in 
the TV ad industry, a world that's either 15 or 


First of 


sto 


30 seconds long, So we made sure that the film 
didn't become boring, which is technically what 
we do best! So we didn't get stressed just because 
it was a film that we were producing. As well as 
that, the ad industry isin quite low spirits at the 
moment. So the screenwriter and I discussed 
this and concluded that we should reintroduce 
and reenergise the public's fascination with the 
industry, by not only show 


ig the success stories, 
but also depicting the negati 


‘occurrences, 


I thought that the choice of who should win 
awards would take place in a formal setting in 
a small meeting room, but it seems to be more 
like a party! I was also surprised at all the dis- 
honesty and tactics that go on in the background. 
Is it really like that ata real Ad Festival? 

N. A. lt really is like that. The judges do make 


secret deals with each other, and at the end of the 
festival presentations are held in a huge meeting 
hall in English. In that sort of place, Japanese 
people tend ro be in quite a weak position. That's 
because they are in a world where the professional 
producers who. gather together can all speak 
English without any difficulty. It's really rough 
for the Japanese to put forward their opinions 
using ‘broken’ English. Bur Mr Sawamoro, belie 
it or nor, actually wore a T-shirt with an anime 
character on it to make an impact when he was a 
judge at Cannes Ad Festival! The Toyota ad that 
came on in the film actually exists and narrow 


missed as a qualifier at the Festival; but thanks to 
Mr Sawamoto's presentation, it got the silver 
award! So that part of the story is actually based 
on his real experien 
I shouldn't really say it out loud, but judges do 
use such tactics to succeed in the competition. 
Although the non 


japanese only do it because 
they honestly and genuinely love their ads and 
want them to gain awards, Japanese people tend 
sn't my ad great?" I 
guess it's a national characteristic, Bur non-Ja- 


not to say things lil 


panese people don't think of it as a bad thing. 
Ie’s not really illegal, so even though it looks 
bad from a Japanese person's point of view, the 


non-Japanese might just ask: "Why is it a such 


bad thing? Is it so wrong to love our ads and 
push hard for them?” 


What was itlike wor 
and Ms Kitagawa? 


ing with Mr Tsumabuki 


N. A.: Mr Tsumabuki is the type of actor who 
would develop his character as we discussed 
ig the film, He r 
ith the crew. There 


and talked while m. 


strives to communicate 


cast members on site at all 


were non-Japanese 
times and he alw 


s spoke to them, making 
are not tired or anything. He always 
made the atmosphere enjoyable, so it was really 


sure th 


Meet Domo at 
Hyper Japan! 


f 


www.nhk.or.jp/nhkworld/domo/ 
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—— Come experience Japan 


with a language course and cultural discovery! 
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+ Full guidance counseling for higher education 
+ Cultural activities.. ond many more! 


wie AAS 


Shinjuku Japanese Language Institute 


4 weeks of Japanese course 
+ Original and efficent teaching method 

+ Fantastic cultural events 
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‘Shinjuku Japanese Language Insitute 
77 169-0075, 2-9-7, Takedanobaba, Shinjuku-ku, TOKYO 
E Jimu_sng_1975Q@sng.acjp ft +8140}3-5273-0044 


fun working with him. In contrast to him, Ms 
Keiko Kitagawa is very stoical, so when I asked 
her to do something or when I wanted her to 
do something in a certain way, she carefully 
wrote everything down, Then she concentrated 
100% on getting it right. 


TV ads and films, what is the most enjoyable 
aspect of each of them? 

N. Aa In TV ads, people say a lot of things 
within a limit of 15 seconds, so the quality is de 


pendent on that. At times, a hundred million 


yen is spent on those 15 seconds, so you're able 
to try and test out new technology and skills. If 


explain it in terms of music, it's like produci 


high quality album. In contrast to that, I think 
film producing, in terms of music, is l 
concert, You perform it in front of the audience 


a live 


and you can see their reactions immed 


tely 
With TV ads, you can't normally see the people 
who watch them, so you can't tell what the 


public thinks; but with films, 


you are making 


the people stay in their seats for around 2 hours 


in the dark. This difference particularly amused 
me: like the difference between making an album 
and performing live concert. When you finish 
with a TV ad, it’s over, but I chi 
alive for the first time and starts developing once 


film comes 


the audience watches it. It’s like when the person 
sitting next to you starts laughing, it encourages 
you to laugh too - I think that's the charm of a 
film. 


Did you have any difficulties while directing? 
V. A.: I usually direct TV ads and this is my 


debut as a feature-film director, so I always got 


picked on by the crew members who normally 


work on films. They teased me in such sly ways, 


almost like the things students in an all-gics 


school would do! Essentially, they have been 


working very hard in the film industry for a 
long time and here comes a guy, an immature 
film director, and makes his first film. Basically, 


it’s unacceptable in their eyes! When we were 
drinking together, for instance, they would ever. 
so casually say something like, "I hope you get 


CULTURE 


The film industry world 
actually still has that kind of 'closed', not-so- 
nice side to it. There are times when actors or 


sick so I can 


musicians direct films, but it’s a matter of fact 
that they have bitter experiences because of the 
people already in the industry! To be honest 
though, borh sides are just putting forward a 
logical and sound argument, in the sense that I 
do understand why they do it. It's not about 
who's right and who's wrong; they have their 
own pride. So the difficulty was to work with 
them continuously and pull them along with 
me fora whole month of directing! It was stress- 
fal. No matter what I ate, I didn't gee fat! I just 
kept on losing weight. I know what to expect 
from those kinds of people now after this expe- 
rience, so I think for my next film I might as 


well have some fun fighting them! 


What kind of message are you trying to convey 
through this film? 

N. A. It's based on the ad industry, and I think 
that unreasonable demands from our bosses and 
clients must be common for every industry, so I 
would like the audience to have a laugh about 
that. As well as that, I want the audience to 
question themselves and reflect on the reason 
why they still stay in that particular job when 
they put up with so much, Like Kiichiro, the 
main character, we can keep going because we 
p going and keep on 
n we should find happiness. 


love what we do. If we 


doing what welove, th 
I want the audience to feel the positive 


nergy 
within a gloomy atmosphere. 


Last but not least, please leave a message for 
the Zoom Japan readers 
Irsa really fun, feel-good comedy and it's 


quite short as well, so whenever something bad 
happens, it would mean a lot to me if you would 
watch the film, enjoy it and feel happy for those 
So why 


2 hours, without thinking too much. 


not grab a friend and watch the movie 
INTERVIEW BY VAN YOSHIKI 
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WET & DRINKING 


RESTAURANT Yakiniku, the next food boom 


Everybody knows about sushi and ramen, 
bur there is also another intriguing type of 
Japanese restaurant to discover. 
S popular outside Japan, reaching the hal- 
lowed status ofa lunchtime staple on our 
streets. But yakiniku, the third in the trinity of 
popular restaurant types in Japan, is still far less 
well known, This is a shame as it is one of the 
most vibrant and sensually enjoyable of all Japa- 
nese food experiences, The word is made up of 
two characters, meaning "grilled" and "meat" — 
which gives you the basic idea. It's a style of coo- 
kery that involves grilling different cuts meat to 
juicy, charred perfection over gas, electric or char- 
coal burners. 
Yakiniku restaurants are a major draw in Japan, 
and can be found across neighborhoods in all the 
major cities. They are invariably packed with large 
groups or couples. Diners make their selection 
from a wide range of cuts, from the familiar loin, 
short rib and sirloin, to the less familiar like harami 
(meat cut from around the diaphragm) and some 
places serve a selection of nose-to-tail innards for 
more experienced yakiniku connoisseurs. The 
meat used is mostly beef but pork, seafood and 
vegetables also make an appearance on menus. 
Some restaurants will use Japan's justly prized 
wagyu beef, richly marbled and tender. 
Your order placed, you then wait and eventually 
plates of raw meat will be brought to your table, 
liced extra thin into delectable bite sized portions. 
Staff will have already removed a cover from in 
the centre of your table and preheated the concea- 
led barbecue grill, ready for you to begin cooking 
straight away, In most yal 
will be gas or electric-heared, but some more ups- 
cale places use charcoal. Grilling is thought of as 
a healthy way to eat meat in Japan, far healthier 
than frying, as any excess fat drains away beneath 
the grill. The delicious pieces of grilled meat are 
then dunked in sauce and eaten directly or some- 
times wrapped up in a lettuce leaf. Yakiniku res- 
taurants pride themselves on their sauces, sup- 


ushi and ramen are already both hugely 


iku restaurants these 
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plying a wide range of different flavours to com- 
plement the types of meat you have ordered. 
Tongue will often be paired with a fine sea-salt, 
other cuts with lemon juice or perhaps with a 
sweet, thick sauce (known as "tare") thar is often 
made in-house to a secret recipe. It's up to you 
to experiment with what works — salty, spicy, 


sweet or tart. 
The merits of the yakiniku approach to dining 
are many. Firstly, since you're doing all the gril- 
ling yourself, you can choose precisely how you 
like your meat cooked. Prefer a heavy char? Sim- 
ple, just leave the thin slices on the grill for ano- 
ther 30 seconds until they begin to blacken at 
the edges. Immediacy and vibrancy are also hall- 
marks of the yakiniku experience. In no yakiniku 
restaurant are you ever faced with a plate of food 
that seems to have journeyed halfway across town 
to get to you. Here, your food is just a chops- 
tick's journey away from your mouth. Just as 
sushi is best eaten ar the counter, the rice still 
bearing the warmth of the chef's hands, yakiniku 
is best straight from the grill, the heat, the char 
and the juices combining to create an umami 
explosion. Finally, yakiniku restaurants showcase 


another side of Japan, far away from the austere 
minimalism of sushi and refined kaiseki. Yaki- 
niku restaurants are loud and a little rowdy, a 
place for large groups of friends or salaryman 
workmates to let down their hair after a long 
day at the corporate coalface. The old stereotype 
of the serious and impassive Japanese is shown 
the door as people laugh and chatter, shouting, 
out orders for more meat, People sit elbow-to- 
elbow, jostling for space around the hor grills, 
chopsticks darting out to seize choice morsels. 
‘This smoky, brash sense of bonhomie is fuelled 
by huge frosted mugs of beer, or smaller cups of 
sake and shochu. The yakiniku experience is 
always full-on, full-flavoured, fun and exciting. 
Londoners will get their first chance to sample 
the full Japanese yakiniku experience this late 
July, when the capital's first yakiniku restaurant 
Kintan opens its doors. Ride the latest and bol- 
dest Japanese food wave! 


» PRACTICAL INFORMATION 


XINTAN JAPANESE BBQ 
34 High Holborn WC1V 6AE 
http://kintan.uk 


EATING & DRINKING 


EASY J. 


Tofu, Edamam 


Place the died wakame into a bow, lace the 


bow full of water and leave to soak unt the 
wakame softens This wil take about $ to 10 


. _ 
1 tsp Sugar as 
=, 1 up ofa of 
iow EAR 
pepe" - 
Ci V oh paduberel duis: Mel apud: a wet Mate a shallow 
tnd rey chop the sping onion, puting  bedoiwaameonaphis Addeloerotolu Mig sicko bas ai 
the citings to one side top ien Pal prre on he chopped nion ed porn the unu dreing sere 
-- Dinner Party Sushi Class. 
dath August 2014 1830 
FARR Rocipe by Akomi Yokoyama at Sozaí 


e and Wakame s 


HOME COOKING d 


alad with Yuzu dressing 


This simple oriental-salad went 
down a storm with my parents dur- 
ing a recent visit to Japan. Virtually 
no cooking is involved, just some 
light chopping and squeezing. 
Yuzu is a citrus fruit grown in Japan 
with a unique flavor that is both tart 
and acidic but also highly floral. It 
will happily replace lemon in most. 
cooking, When blended with 
roasted sesame seeds, the flavour 
of the yuzu dressing is seductive. A 
well-balanced low calorie salad, this 
month's recipe is an easy introduc: 
tion to anyone who is new to 
Japanese food. Best served chilled, 


Serves2 


Cooking time : 15 minutes 
150g Yutaka Tofu 


Drain the wakar 
squeeze kin you 


ing 
i Yutaka Yuzu Cirus Seasoning 
Japanese Rice Vinegar 


49.0% 


TAJIMATEI 
020 7404 9665 


9-15 Leather Lane, London EC1N 7ST 
MON-FRI 12:00-14:30(.0) 18:00-22:00(L0) 


Japanese Fine Ramen Noodle & Sushi Bar 
ITTENBARI 

M4 rene Street, London WIF 9UB 

76: 020 7287 1318 

OPEN: Mon-Sat 12h-23h. San12h-22h 
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A SPARKLING SAKE. 
SENSATION 


9 
2 


1253 69. 
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Tens of thousands of people got together to save this beautiful cedar tree that was threatened by property developers. 


UNUSUAL Yanaka, an oasis of peace in Tokyo 


Yanaka has become one of the capital’s 
most popular locations, yet itis still one 
of the most peaceful. Let's give you a 
guided tour. 


Ilan West adds the final touches to his 
itest work before climbing down from 
his stage-like workplace and joining us 


out in the street. The American artist has lived i 


this neighbourhood for the last 32 years, since his 
student days, and will be our guide through these 
narrow winding streets, His atelier sits quietly bet- 
ween Honmyoin's cemetery and a huge beautiful 


Himalayan cedar, and will be the starting point 


for our walk. “A property developer has been trying 
to get rid of the tree in order to build a block of 
Bats," West says. “Of course there have been pro- 
tests, and tens of thousands of people have signed 
a petition to save the tree, including many forei 


ers. This is one of the things that I love about 


Yanaka. Compared to other Tokyo districts, there 
isa greater sense of community. Maybe it's because 
many people who live here have their businesses 
in this area’ 


After passing the huge tree and taking 


ping street on the left, we arrive at a funky little 


curry and rice restaurant whose front is decorated 


with dozens of images and statues of cats. Cats 


seem to particularly like the area, and we will have 
a chance to meet many of them during our walk 
In front of the restaurant we find the entrance to 
a very narrow alleyway. “There are many in 
Yanaka, but this is my very favourite," West says. 
The winding path takes us past many old wooden 
houses to Gyokurinji. This Buddhist temple has 
a statue of Chiyonofuju (one of the most famous 
grand champions in sumo history) and another 
very old tree behind it, and if you look at the scene 
from a certain angle it looks like you are ata moun 
tain temple, far away from Tokyo. 

Back on the main street, we turn left again and 
reach Kinkaido, the shop where West buys the 


American Allan West has been living in Yanaka for 32 years, and does Japanese-style painting. 


colours he uses for his Japanese-style paintings 
Inside there are rows and rows of jars lined up on. 
the shelves, "Two thousand, to be precise,” the 


owner says, explaining chat "These natural mineral 


pigments are especially used to paint Nihonga 
style traditional paintings”. The shop was originally 
opened by his grandfather and che neighbourhood 
hat changed in the last 40 years. “The 
townscape itself hasn't changed as much as the 
people living here,” he says 
has become quite trendy 


has some 


In recent years, Yanaka 


ause it's a quiet place 
and more young peo. 
ple have moved into this neighbourhood". 

On the same street, but on the right side this time, 


with a lot of history, so mor 


we find another shop, Tanabe Bunkaido, which 
sells brushes made of hair. “They are mostly used 
for calligraphy, so I don’t buy my brushes here,” 
S 


The proprietor’ father, for instance, 


says, “bur this is actually quite a famous place. 
d to make 
brushes forthe likes of Miro and Picasso". Those 


brushes are on display in the shop window 
This store was opened about 50 years ago by my 


father-in-law 


ays the gentle old lady who wel 
comes usin. "Here you can find some very special 
brushes, made with hair from different animals, 
like weasels, squirrels, and a rather peculiar loo 


one made with the hair of a sheep from Chi 


Heading back to West's atelier, we next go back 


TRAVEL @ 


in the opposite direction, passing in front of another 
Buddhist temple, Zuirinji. The temple is closed, 
but we can admire a beautiful carving just under 
the eaves: a family of dragons which look like they 
are playing ball. "They 
West explains, “bur it's a funny 


actually throwing jewels,” 


; besides being 
a remarkable artwork”. This area is full of temples 
because the Buddhists believe that evil spirits come 
from the north north-west, so they established all 
these temples in order to protect Edo (Tokyo's old 
name) from their evil influence. 

On the way to our next destination, we pass in front 
of Kayaba Coffe 


two-storey hou: 


stylish cafe housed in an old 
ve being going there since I 


www.jpbooks.co.uk 


Manga Comics 
CÒ / DVD 


Japanese Books 
& Magazines 


-PA 
p 


Japanese Gifts 


One of the Largest Stockists of 
ficos Japanese Books & Gifts in Europe! 


shop jpbooks.co.uk 


Japanese Language Resources 


s 


Traveller's note Available Now 


24-25 Denman Street, London W1D 7HU 


Tel «44 (01207839 4835 
5 Fax +44 (0)20 7287 0903 Email info@jpbooks.co.uk 


Open Mon- Sat 10:30-20:00, Sun 11:00-18:00 


Piccadilly 
Circus 


www.facebook.com/jpbooks Wi 
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Jem Sout 


TRAVEL 


i 


Tanabe Bunkaido is famous for the brushes it sells to 
calligraphers 


was an art student at the university,” West says, 
This building is one of the things I thought 


wouldn't survive the area's renovation plan, but 


as you can sce, it’s still here and going stron, 
On the way to Yanaka Ginza — the area's most 
popular shoppingalley — we pass several shops sel 


id other traditional ware, and also. 


the Asakura Sculpture Museum, which has 
recently reopened after being renovated. “Toa 
Western eye the works housed here may not be 
the most exciting sculpture because they are just 
your typical statues,” West says, “but Asakura has 
a special place in the history of Japanese sculpture 
because he was the first Western-style artist who 
worked with metal casting, As for me, the best 
thing in this museum is the gorgeous building 
itself” 

At last we arrive at Yuyake Dandan, the famous 


steps that overlook Yanaka Ginza. We have timed 


our arrival perfectly. Standing at the top of the 
steps, we look down at the busy street just as the 


sun is setting and the lights are turned on. It'sa 


charming scene, obviously complemented by ano- 


ther big group of cats roaming the alleys 
Yanaka Ginza, the district's shopping street, at nightfall. JEAN DtROME 


Events in the U.K. 


Russian Favourites with Mami Shikimori on points 


16th August / Oxford ese food pl 
worw.oxfordprams.co.uk olim anociatons 

HyperJapan ES cem 

25th to 27thy July / Earl's Court, London AU eateries Pu Lindon ine f 

www hyperjapan.co.uk QU ey See ; 

JapanDay2014 Tokonatsu Camping Ja S e 

panese Culture 

M AMT deea 1st August to 4th August / Bedfordshire 
www.tokonatsu.org.uk Limited ZOOM 
Pure Land Japanese Garden-lantermlt evening garden | 3|vs!foLondon NWI AUK. PAN 

Baan 1st August to 28th September / Nottinghamshire ENAS endear Wom pen M 
www buddhamaitreya co.uk den bliher Yoshi Van 

17th July / cafe OTO, London sisi ears ed Eaitoral-Odara Ne, Cabrel Berar, Enc Rechsteiner, 

ww cafeoto co.uk/ jet sey Jean Dee, Sun One o Aue 

S.H.0.W.CA.S.E Disclamer Zoom Japan doe: not aemet any resonat forevents | Translation ; Chiot Salto Susana Brown, Gavin | Poffiey 

' r ndon reséledin the Calendar or fer ary leor damage restina om Transition : Chios Sales, 
Tath July SE Sepulchre churceLondon SE BETEAN ay rece” (PRGA P ides Mo tor Ttt 


Agnes Rita Kovats 
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The fascinating world of the Japanese language NIHON 
pee 
Omoshiroi yo 


The Japanese language loves to shorten and combine words and 
has long been abundant with clever abbreviations and amalgamations. 
Let's learn to use some of them in conversation! 


Fora similar word to 
Japanese word or phrase to learn this month talk about girls, 


you can use: 


TTE 


A cool, handsome or attractive man or men (primarily those with uS 


Examples handsome faces). A combination c^ ite ^i^ good looking or 
attractive) and either the English "men" or th ff 
Beginner (read as "men" ap 


TEDA ^r X !] Anohito 


He is cool! 


Intermediate Advanced 


TALUITIS, 4 XLbV!J Kareshiniwa: il [47 XYOREUS. KfrUCc&!] ‘no tomodachi ga itara shoukai shiteyo! 
Iwant a handsome guy for a boyfriend! Ifyou know any fit blokes then you have to introduce them to me! 


“YAKINIKU = one of the top three most popular dishes in Japan" 
“Now you can try : ^... for the first time in London” 
“A totally NEW MEAT-EATING experience!” 
“Opening in ^^ ^ "in LATE JULY” 
ooo x 


JAPANESE BBQ £5 


Kintan 


For further details of the opening date and special offers, 
follow ZOOM JAPAN on Facebook. 


34 High Holborn, London WC1V 6AE http://kintan.uk 
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O about the event: 


O about Domo: 


"imagine-nation" upcoming schedule: 


Japan Expo Special 


NHK WORLD TV is a news/lifestyle channel broadcast from Japan. 
Available in the UK on : 


at 22:30 
n and Nicholas Pettas 


Latest Manga and Anime Trends in France 


Sky Guide 


ch 507 


T 
imagine-nation on NHK WORLD 
every Tuesday 

Hosts: Chiaki Horat 


NHK WORLD 


/www.nhk.or.jp/nhkworld/ 


al 
freesat 


ch 209 


6NHKTYO 


